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Why ask?

• Globalization and 
its ambivalence

• Yes, the origin 
increasingly helps with 
making a decision

• No, not relevant 
anymore or too difficult

• New trends

To answer the question, we need a 
deeper understanding of:

• The origin effect

• Place marketing/ 
branding
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Effect of Origin: Definition

• One of the most-researched area in international marketing since the 1960s 

• Country level of analysis with the country-of-origin effect (COE):

• the influence that the country of manufacture, assembly, design 
(or any other association with an origin) has on consumer 
perceptions

• Extending this definition to encompass other territories than countries, we propose to 
define the “effect of origin” as:

• the influence that the attitude towards a place 
(favorable/unfavorable) has on behaviors 
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References: Lu, Heslop, Thomas, & Kwan, 2016; Cateora, Gilly, & Graham, 2015; Papadopoulos, 
el Banna, Murphy, & Rojas-Méndez, 2012.
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Effect of Origin: 
Explanation
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• Theories with a focus on:
• Cognition, perception and image, 

emotion, motivation, attitude and 
persuasion, choice and behavior

Categorization theory, information processing 
theory, attribution theory, information 
integration theory, elaboration likelihood theory, 
signalling theory, accessibility-diagnosticity
theory, assimilation-contrast theory, associative 
memory network theory, cognitive response 
theory, selectivity theory, conversion theory, 
social judgment theory, cue consistency theory, 
cue utilization theory, social identity theory, self-
image congruence theory, optimal 
distinctiveness theory, reference group theory, 
approach-avoidance theory, emotional 
attachment theory, congruity theory, tri-
component attitude theory, balance theory, and 
theory of reasoned action/planned behaviour, 
utility theory, agency theory, equity theory.

References: Lu, Heslop, Thomas, & Kwan (2016)
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Actual 
Examples of 
the Effect of 
Origin? Effect of origin

Attitude 
towards place

Individual level of analysis

Origin-Based
Marketing

The strategic use of the 
origin cue by companies 
(to communicate about, 
emphasize or tone down 
the place/s of origin)

Corporate level of analysis

Favorable/ unfavorable, 
evolving overtime
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Canada Goose

Branta canadensis

References: Canada Goose (2016, 2017); CBC News (2017); Financial Post (2012); Hulan
(2003); New York Post (2015); The Globe and Mail (2010, 2013); The Star (2013)
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1957 1985 2001

“We picked Canada Goose because of the affinity 
that people have for Canada, not just in Canada, 
but around the world. We’re lucky that we live in 
a country that people love and romanticize.” 

Dani Reiss, CEO (2001)

Montebello

Victoria

Dawson
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• Nationality included in the name of two of its 
distinctive products: the ‘Swiss Army Knife’ and 
the ‘Swiss Card’ (credit card shaped 10 
function instrument)

• Logotype featuring the iconic cross and shield 
emblem, often presented in white on red, a 
direct reminder of Switzerland’s flag

• Official pocket knife for around 15 armies 
around the world, including the US military
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Victorinox
1909 - 1921

References: Bloomberg (2014); CH24.PL 
(2013); Ivey W14574 (2014); Luxury Activist 
(2014); Pizzini (n.d.); The Guardian (2007); The 
Local (2013); Victorinox (2017).
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''It’s about the stories our customers 
experienced in which our products played a vital 
role: stories about memorable moments of 
adventure and expeditions on earth, in the sky, 
and in space. Dramatic stories in which our 
products contributed to solutions and saved 
lives‘’ Karl Elsener
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IKEA

Ingvar Kamprad + parents’ farm: 
Elmtaryd + hometown in Småland: 
Agunnaryd

International influence of Swedish design on 
modern architecture and interior furnishings 
since the early XX century

“IKEA is doing more for the image of Sweden 
than all governmental efforts combined.” 

(Olle Wästberg, Director-General of the Swedish Institute 
and former Sweden Member of Parliament, State Secretary 
of Finance, and Consul-General in New York, 2010) 
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References: Business Insider (2013); Edwards 
(2008); IKEA (2016, 2015, 2008); Public Diplomacy 
Magazine (2010); The Guardian (2008)
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Strong product-country image of Germany 
when it comes to car manufacturing due to 
the following positive associations: 

• Germany has the know-how and 
capacity to produce heavy 
machinery

• German engineers receive first-class 
education

• values in the country include 
performance, attention to detail, 
inventiveness, and reliability
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References: Business Insider (2016); Car And Driver (2009); Chao 
(1993); Lawrence, Marr, and Prendergast (1992); Times Free 
Press (2011); Volkswagen Aktiengesellschaft (2017)
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“Born-in”

“Made-with”
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Effect of 
Origin: 

Outcomes
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Behavior Success

Individual (customer) level of analysis

Corporate level of analysis

• Purchasing/Visiting/Investing
/Immigrating decision

• Product/service evaluation
• Willingness-to-pay

• Procurement
• Internationalization strategy
• Sales management
• Human resources

management
• Financing

Corporate level of analysis

• Revenues
• Financial 

performance
• Reputation
• Competitiveness

Macro level of analysis

• Revenues
• Reputation
• Competitiveness

References: Koschate-Fischer, Diamantopoulos, & Oldenkotte (2012); Durand (2016). 

Effect of originAttitude 
towards place

Favorable/ unfavorable, 
evolving overtime
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Place 
Image

Representations, 
perceptions, 
beliefs, and 
associations 
with the place 
(including place-
product image)

Effect of origin

Favorable/unfavorable, 
evolving overtime

Attitude 
towards place

Knowledge, experience, ethnocentrism, 
animosity, admiration, etc.

Cognitive, 
Affective and 

Normative Factors

Individual level of analysis

Place Branding/ 
Marketing

All activities aiming to enhance the 
reputation of the place by governmental 
bodies, industrial associations and 
companies (e.g., when participating in 
trade fairs, trade missions, etc.)

Governmental level of analysis

Place 
Environment

Set of political, legal, administrative, economic, socio-cultural, technological, and geographic factors characterizing a place 
(whether a regional block, country, state, province, region, county, city, neighborhood, etc.). Important economic factor: 
presence of successful companies (or lack thereof). Important socio-cultural factor: presence of successful people (activists, 
artists, athletes, intellectuals, politicians, scientists, etc.). 

Macro level of analysis

Individual level of analysis

Effect of Origin: Drivers
References: Jaffe & Nebenzahl (2001); 

Roth & Diamantopoulos (2009); 
Durand, Turkina, & Robson (2016). 
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Place Branding/Marketing: Definition

• In the 1990s, researchers started to theorize about the long-lasting 
practice of promoting places under the name “place marketing”:

• “[…] all the activities promoting the values and images associated with a 
place in order for potential users to know about its distinctive 
advantages.” (Kotler, Haider, and Rein 1993b:18)

• “Marketing designed to influence target audiences to behave in some 
positive manner with respect to the products or services associated with 
a specific place” (American Marketing Association’s Dictionary, n.d) 

• In the 2000-2010s, ‘place branding’ becomes fashionable:
• the “broad set of efforts by country, regional and city governments, 

and by industry groups, aimed at marketing the places and sectors 
they represent” (Papadopoulos 2004:36)
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Examples of 
country 

branding?
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2007 2009

2004 2005
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See Brand Book

https://www.argentina.gob.ar/sites/default/files/manual_de_mp.pdf
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2009

34

2012

2012

http://www.elpoderdelasideas.com/logos/nueva-marca-pais-de-colombia/
http://www.youtube.com/watch?v=sTUi3JTuRys
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Conclusion: Companies should still rely on their origin WHEN…
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… beneficiate 
from authentically 
strong product-
place image (or 
willing to invest in 
building it) + 
monitor evolution 
overtime & adjust

… can 
beneficiate 
from efficient 
place branding 
and collaborate 
with governing 
bodies

… need to overcome tough competition 
and geographic and/or psychic distance

… willing to work on AdaptStand for: 
entry modes, targeting/positioning, 
product, price, and promotion policies 
(including origin recognition)
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Current research: City branding
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Thank you.


